I. Introduction
In Haryana, Guava is cultivated in few districts only. It ranks fifth in cultivation after citrus, mango, apple and pear. Guava is highly perishable fruit and should be marketed immediately after harvest. Under the existing marketing systems most of the fruit is marketed through a long chain of intermediaries thus price spread is quite evident. Guava fruit are used making jam, jellies and various culinary purposes. But due to poor infrastructure facility, poor handling and lack of cold storage facilities it is spoilt.
Guava fruit is commercially grown throughout the country. In India, production of guava is 2.27 Metric Tons with an area coverage of 0.20 million hectares (Kumar et al., 2010) . In Haryana, production of guava is 0.053 Metric Tons with an area coverage of 0.007 million hectares (Anonymous, 2010).
The marketing cost per quintal of guava for group II (producer -retailer -consumer) was worked out to Rs. 92 and group III (producer -consumer) was Rs. 110.94. In marketing was done by channel II (producerretailer -consumer) Naphade and Tingre (2008) .
Hence study on the marketing channel, margins and price spread aspects may provide some guidelines about the economics of guava. In this context, the study was undertaken with the following specific objectives:
1. To study the marketing channel of guava orchard in different district of Haryana 2. To work out the marketing margins from guava orchard in different district of Haryana 3. To work out the marketing price spread of guava orchard in different district of Haryana 4. To study the marketing efficiency of guava orchard in different district of Haryana
II. Methodology
The present study was conducted in Hisar district, Hansi, Barwala Block, and Fatehabad district Bhuna, Fatehabad Block and Sirsa district Baraguda, Sirsa Block of Haryana, which was selected purposively on basis of highest area and production under Guava cultivation. Further, Hisar, Fatehabad and Sirsa market were selected for the market study during 2011-2012. Finally 60 growers from randomly selected two blocks from each district were selected for the present study. On the basis of the nature of the data, budgeting technique and various economic tools were used for estimation of marketing channel, margins and price spread. Evaluation of marketing system The different market functionaries such as contractors, commission agents, retailers and consumers were randomly selected from the market in the area under study. The data collected from the different market functionaries were analyzed to estimate the marketing costs and margins through important marketing channels.
Selection of intermediaries
The market channels of guava were examined by selecting a random sample of such intermediaries as pre harvest contractors, wholesalers, commission agents and the retailers. As the large number of guava farmer sell out their produce before maturity to per harvest contractors. So five commission agent/wholesalers six preharvest contractor and ten retailers were selected randomly from market to the study the marketing channels.
Marketing pattern of guava
Information regarding the marketing pattern/ channels of guava was collected from the producers and marketing agencies involved in the marketing of guava through different channel. Information was also obtained from the market intermediaries involved in the purchase of guava with in the village and in the market.
Marketing margins and costs
To find out the marketing margins and costs for different channels six commission agent / wholesalers, six pre-harvest contractor and twelve retailers were selected from the market. The relevant data were collected with the help of a pre tested, well designed schedule. Information regarding marketing aspects of guava was collected from the producers and the retailers in order to find out the producer's share in the price paid by the consumers. The main channels in operation in the marketing of guava were studied to work out the price spread. To estimate the marketing costs and margins through important marketing channels was used for computing the marketing margins. From the gross margins, the costs incurred by the concerned agencies were deducted to arrive at the net margins. The marketing efficiency of different marketing channels were worked out by using the following method. 
III. Results And Discusion
Marketing of guava Table- 1, 2, 3, 4 and 5 showed that the marketing cost and margins were worked out for all the five marketing channels at Hisar, Fatehabad and Sirsa market. Comparing the results obtained through different channels, it was observed that the producer's share in consumer's rupee increased with the decrease of market functionaries. In the channel I and II net overall average share of producers were found to be 22.30 and 24.18 per cent of consumer's rupee. The producer's share in the consumer's rupee under overall average Channel III and IV were found to be 33.06 per cent and 38.73 per cent in the market. The highest net overall average price received by producer and share in consumer's rupee was found to be 94.31 per cent in channel V (Producer to direct consumer) in the study area. The share of producer in consumer's rupee was higher in Fatehabad district (95.61 per cent) in channel as compared to Hisar district was minimum in channel V (94.44 per cent) which was due to presence of better management and high yield in Fatehabad district. Due to this no pre-harvest contractor, commission agent, wholesaler and retailer. Also the price received by producer was maximum in Fatehabad and minimum in Hisar district. This channel was more appropriate because farmers get more benefit as compared to other channels. Similar findings were also reported by Sundaravaradarajan 
Marketing efficiency
The Table 6 depicted the marketing efficiency of guava in Hisar, Fatehabad, Sirsa market and overall average under different marketing channels. The marketing efficiency according to Acharya's method (Modified Measure of Marketing Efficiency) under different marketing channels i.e. Channel I, Channel II, Channel III, Channel IV and Channel V were 0.28, 0.31, 0.49, 0.60 and 16.57 in overall average respectively. From this efficiency index it could be observed that channel V was the most efficient among all marketing channels. This was because of the fact that in Channel V intermediaries were not involved and hence this channel was most efficient than all other channels. Moreover, marketing efficiency increased with the decrease in market intermediaries between producer and consumer. The marketing efficiency according to Conventional method under different marketing channels i.e. Channel I, Channel II, Channel III, Channel IV and Channel V were 4.16, 4.78, 3.45, 4.00 and 1.00 in Overall average respectively. From this efficiency index it could be observed that Channel V was the most efficiency among all marketing channels. The marketing efficient according to Sephard's method under different marketing channels i.e. Channel I, Channel II, Channel III, Channel IV and Channel V were 5. 5.36, 6.30, 5.15, 1.60, 17.57 in Overall average, respectively. From this efficiency index it could be observed that channel V was the most efficient among all marketing channels. Similar findings were also reported by Malaisamy et al. (2007) 
